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ABSTRACT 
 
SHU-LIN CHENG: Relationship Between Demographics, Internet Experience, Leisure-Time 
Internet Usage, and Social Capital 
(Under the direction of Diane Groff) 
 
The Internet is quickly becoming a very important and unique source for leisure that is 
different from other traditional leisure activities. This investigation utilized a Web survey of 
610 college students to explore the relationship between demographics, Internet experience, 
leisure-time Internet behaviors and attitudes, and social capital. Chi-square, somersd, and 
canonical correlation analyses revealed an association between online leisure activities and 
social capital. Young adults who were experienced Internet users considered social 
interactions to be an important function of Internet leisure activities. Individuals who felt 
socially disconnected, had low social assurance, and depend more upon others, used online 
leisure activities to build their social networks and generate social capital. This research 
suggests that leisure-time Internet activities affect individuals social relationships and result 
in the development of online social capital. 
 
 
Keywords: Internet experience; leisure-time Internet behaviors and attitudes; social capital; 
online leisure activities; social networks. 
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CHAPTER 1 
INTRODUCTION 
The Internet did not emerge until 1982 and it began its rapid ascent in the early 1990s 
(Abbate 1999; Castells, 2001). The explosion of computer usage has deeply affected society 
as a whole and individuals within it. The population of Internet users, including men, women, 
and the elderly, is continually increasing in numbers (Fox & Rainie, 2001) and many people 
even consider the Internet as a necessary skill. The increasing capability of Internet 
technologies further intensifies the situation. In 2005, approximately 224 million Americans 
(68.6% of population in US) used the Internet representing a growth of 107.2% since 2000 
("Internet usage statistics," 2005). Communicating with others and seeking information 
online is increasingly common. As the Internet has infiltrated North American life, the 
Internet has become embedded in peoples lives and many "Net-surfers" view it as an 
indispensable part of their lives (Miller & Clemente, 1997; van Zoonen, Walczuch, Aalberts, 
& Fjelsten, 2003). 
Leisure activities occupy a high proportion of Internet usage and many of them provide 
opportunities for interpersonal communication. Since individuals can engage in social 
interactions through online leisure activities, peoples social relationships and social capital 
have been influenced by the Internet. Therefore, the Net has become an important source of 
leisure that can affect social capital in todays society (Robinson & Kestnbaum, 1999). 
This chapter describes the connections between Internet usage, online leisure activities, 
social capital, and online interpersonal communication. The introduction is arranged into 
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nine sections: (1) online social networks; (2) leisure-time Internet activities: (3) theoretical 
framework of social capital; (4) statement of the problem; (5) purpose of the study; (6) 
research questions; (7) definition of terms; (8) delimitations of the study; (9) limitation of the 
study. 
Online Social Networks  
Interpersonal communication is the most important part of Internet usage (Phillips, 
2001). A longitudinal research project called the HomeNet study surveyed 133 members of 
48 families. Researchers determined that interpersonal communication, rather than 
information acquisition, is the main motivation of computer usage at home (Kraut et al., 
1998). Interpersonal communication via computers is called computer-mediated 
communication (CMC). By using different forms of technology within computer-mediated 
communication such as emails, instant messaging, Web sites, listservs, newsgroups, bulletin 
boards, distance learning, blogs, chat rooms, MUDs (multi-user dungeon), MOOs (multi-user 
dimensions, object oriented), people can communicate with others around the world in 
cyberspace, and online social networks are established. Since the Internet provides so many 
opportunities for social interactions, most social scientists, information technology (IT) 
scholars, and media ecologists view the Internet as part of the social environment, and 
considerable literature has explored the consequences of the increasing popularity of the 
Internet from the perspective of its social uses (e.g. Guillen, & Suarez, 2005; Kavanaugh, 
Reese, Carroll, & Rosson, 2005; Lawson-Borders, & Kirk, 2005; Thompson, 2006; Williams, 
& Trammell, 2005). 
Internet networks are unique social channels because they have some characteristics 
that are different from social interactions in real-life. The Internet reminds people of the 
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importance of efficiency and pushes them to do things as quickly as possible. The fast speed 
of online interactions is one of the features of online communication. Internet technologies 
also provide people an opportunity to have both asynchronous and synchronous interactions. 
Email and discussion board are examples of asynchronous communications. The most 
significant aspect of asynchronous communications is that the transmitter and receiver clock 
are independent and are not synchronized. These kinds of communications can occur at any 
time and at irregular intervals. In contrast, synchronous communications, including chat 
rooms and instant messaging, require sending and receiving messages in regular intervals and 
they are governed by a microprocessor clock. These kinds of communication require all 
participants to be present or available at the communication at the same time. The Internet 
also liberates interpersonal relations from the restrictions of physical boundaries (Rheingold, 
1993). People increase their chances of communicating with long distant friends through 
Internet networks. As a medium of communication, the Internet changes peoples concepts of 
time and space (Philips, 2001) and it provides many opportunities to create new types of 
social environments. 
Individuals Internet use behavior and attitudes affect how they will use the Net and 
their level of online social interaction. Several factors can affect individuals Internet use 
behaviors and attitudes. The level of online social confidence is one factor that influences the 
quality and quantity of social relationships in cyberspace. Some individuals, for instance, feel 
more comfortable making new friends and even become friendlier online as compared to the 
real-world. In these situations, individuals tend to have a higher level of online social 
confidence than other forms of communication. The anonymity of being online and the use 
of text-only conversations are both possible reasons why individuals social confidence 
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increases when online. In contrast, some people feel less connected interpersonally by using 
computer-mediated communication because of the absence of physical presence or eye 
contact (Rutter, 1987).  
Online social liberty is another factor impacting individuals Internet use behaviors and 
attitudes. Feeling freer to socialize on the Internet can encourage people to establish more 
social connections. Online worlds enhance potential opportunities to meet with like-minded 
people and make new friends out of their closed circle. Opportunities to play other roles also 
help some people feel more free to socialize because Net-users can release the restrictions on 
social identity by performing roles with different gender, race, social class, or other 
distinction. The Internet gives people chances to experience an identity they could not 
successfully portray in the real- world (Turkle, 1995). 
The ability and the perception of using the Internet are other factors that affect Internet 
use behavior and attitudes. Although Internet technologies have been accessible to the public 
for a long time, not all individuals feel comfortable using online services. For instance, 
writing electronic messages is a challenge and an unpleasant task for some people because it 
takes them longer than writing with a pen and paper. Some people are also not familiar with 
using the Net services to search for information or to post and reply to online messages. In 
addition, the unique characteristics of Internet interactions, such as text-only communication, 
instantaneous message, asynchronous communication, and anonymous social interactions, 
can affect an individuals Internet usage. In short, Net-users Internet behavior and attitudes 
are related to the level of online social confidence, online social liberty, ability to use online 
services, and acceptance of Internet usage.  
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Leisure-Time Internet Activities 
Since the Internet supplies many different online leisure opportunities, it is 
transforming individuals experience and access to leisure (Borgmann, 1992a; Bryce, 2001). 
In fact, history has demonstrated that human behaviors are influenced by the tools they use 
(Henrickson, 2000). The emergence of the Internet represents a new opportunity for 
individuals to participate in other forms of leisure.  
The term "leisure-time Internet activities" in this study was used to describe some 
specific activities on the Internet. The definition of leisure time or leisure activity varies but 
one common characteristic is that leisure is related to freedom (Goodale & Godbey, 1995). In 
this study, leisure time is defined as free time (De Grazia, 1962; Iso-Ahola, 1980; Neulinger, 
1974) and leisure activities are free-time activities (Iso-Ahola, 1999). Leisure-time Internet 
activities are one sub-set of leisure activities and include online games, shopping, dating, 
instant messaging, email, chat rooms, blogs, personal Web sites and some information 
acquisition activities such as searching information about gardening, camping, backpacking, 
cooking, music, travel, sports, health, or beauty.  
As the information technology improves rapidly, online leisure activities have benefited 
Internet users more and more. To date, Web sites are the main component of the Internet 
(Thurlow, Lengel, & Tomic, 2004) and most activities are actually hosted on the Web. 
Internet users can visit Web sites that interest them during their free time and use the Internet 
technologies within them to interact with their old and new friends. Interactive Internet 
leisure activities do not only offer opportunities for Net users to have fun or to relax but they 
are also used as channels to maintain and expand users interpersonal networks. 
Spending more free time online is an increasing apparent trend. Sitting at the personal 
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computer to relax and have fun during free time has become part of many individuals daily 
activities and has impacted individuals leisure behaviors and attitudes. Free time allocations 
have increased since 1965 (Robinson & Godbey, 1999) and people have allocated more time 
to privatize their leisure activities (Putnam, 1996). The increased use of the television is one 
reason why individuals spend more time alone during leisure and the Internet is another 
important technological advancement that has increased solitary leisure time. The diversity of 
leisure-time Internet activities and the considerable number of impressive Web sites attract 
many Net-users attention and lead to more free time spent on the Internet.  
However, unlike television that tends to destroy personal social relationships by 
decreasing social interactions, the Internet, although a solitary activity provides opportunities 
for social connections. Consequently, the Internet has become a unique source of leisure 
(Huysman & Wulf, 2004; Quan-Haase & Wellman, 2002) and an important social medium in 
todays society. The concept of social capital can help examine the relationship between 
online leisure and online interpersonal communication since it is related to social 
connections.   
Theoretical Framework 
Unlike traditional concepts of capital, such as physical, financial, and human capital, 
social capital is an intangible resource that can not be produced independently by a single 
individual (Henderson, et al., 2001). Social capital is a relatively new concept that has 
become popular in recent years. The term social capital was first used by Jane Jacobs in her 
book The Death and Life of Great American Cities (1961/1993) with a reference to the value 
of networks; however, she did not explicitly define it. The first clearly elaboration of social 
capital was by Bourdieu (1972/1977) who claimed that social capital is directly related to 
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ones social networks and the resources held by the network members. Therefore, social 
capital is embedded in social class and social power (Glover & Hemingway, 2005).  
As more and more social scientists are using the concept of social capital to understand 
social interactions since the late 1990s (Bourdieu, 1984; Coleman, 1988; Fukuyama, 1982; 
Putnam, 1995), many different definitions of social capital have been provided. However, a 
universally accepted definition of this concept has not yet been established (Pruijt, 2002). In 
this study, social capital refers to the network ties of goodwill, mutual support, shared 
language, shared norms, social trust, and a sense of mutual obligation that people can derive 
value from (Huysman & Wulf, 2004, p.1). It is the glue that holds together social aggregates 
such as networks of personal relationships, communities, regions, or even whole nations.  
Bridging and bonding social capital are two main types of social capital (Putnam, 2000). 
It is essential to examine the specific processes of bonding and bridging to fully 
understanding social capital. Bonding social capital is inward social interactions that build up 
relationships within existing social connections. In contrast, bridging social capital is 
outward social interactions that create social connections between individuals and/or groups 
who previously lacked relationships (Henderson, et al., 2001; Svendsen, G. L. & Svendsen, G. 
T., 2004). The former refers to the value assigned to social networks between homogeneous 
groups of people and the latter to that of social networks between socially heterogeneous 
groups. The creation of both bonding and bridging social capital results in increased social 
capital. However, excessive bonding social capital can actually destroy social capital because 
bonding social capital forms a relatively exclusive relationship and implies group isolation 
and societal fragmentation.  
The Internet used as an ideal medium for interpersonal communication can benefit both 
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bonding and bridging social capital. The Net provides multiple means of communication 
including instant messaging, e-mail, bulletin board system (BBS), Web sites, chat rooms, 
discussion lists, and newsgroups. Creating new friendships and maintaining old ones in 
cyberspace are sometimes relatively easy compared to other forms of interactions such as 
face-to-face communication, telephone contacts, or postal mailing. The Internet eases the 
constraints on the size and proximity of ones social circle, and online networks increase the 
diversity of people encountered (Lea & Spears, 1995). Online networks also promote and 
stimulate mass communication (Phillips, 2001) by making new connections between 
strangers and sustaining existing friendships over computer networks (Chen, Boase, & 
Wellman, 2002; Quan-Haase & Wellman, 2002). In brief, information technology can serve 
as an important medium of communication that is constantly being developed to satisfy the 
need for human beings to be social. 
Statement of the Problem 
The present research is important because it examine leisure activities based on the 
concept of social capital. Even though leisure has been addressed as a source of social capital, 
leisure scholars have produced a relatively small body of literature that explores the 
connection between leisure activities and social capital. In addition, research regarding 
Internet use behavior and attitudes has explored how the Internet is used for leisure but very 
few studies have examined this relationship from a leisure perspective. The Internet is 
obviously a very important and unique source of leisure that is different from other 
traditional leisure activities. One way that Internet usage for leisure appears to be distinct 
from many leisure activities is the unique opportunities it provides for building social capital. 
Some types of leisure activities have never been created until the development of Internet 
 9
technologies. Online gaming, for example, allows the participants to decide the place, the 
length of time, and the roles they want to play. Thus, the Internet has become a distinctive 
source of leisure. Research about the Internet usage deserves the attention of both recreation 
professionals and leisure researchers (Henderson, et al., 2001, chap. 4) as computer use 
becomes an increasingly common leisure pursuit. 
Purpose of the Study 
The purpose of this study is to explore the relationships between leisure-time Internet 
use behavior and attitudes, social relationships, and demographics from the concept of social 
capital. The effects of demographics and Internet experience on leisure-time Internet 
behavior/attitudes and social capital, and relationships between leisure-time Internet 
behavior/attitudes and social capital were explored. College students were selected as the 
participants because they have been considered a high level Internet user group due to ease of 
access and flexibility of time (Moore, 1995). Completion of this research will be useful in 
helping social scientists better understand how leisure-time Internet use behavior and 
attitudes impact social interaction and influences social capital. 
Research Questions 
Three research questions guided the study: (1) are demographics and Internet 
experience related to leisure-time Internet behavior and attitudes? (2) are demographics and 
Internet experience associated with social capital?, and (3) what is the relationship between 
leisure-time Internet use behavior/attitudes and social capital? 
Hypotheses 
In light of the literature review four research hypotheses are offered. 
H1: There are no gender differences in the usage of online leisure activities. 
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H2: Participants who are married, white, and more highly educated will be more likely to 
participate in free-time Internet activities. 
H3: The participants in this study who have higher levels of social capital are more likely to 
use the Internet during leisure.  
H4: Participants who express negative social behaviors and attitudes are more likely to 
engage in leisure-time Internet activities. 
Definition of Terms 
For purpose of this study the following definitions apply: 
(1) Leisure: Leisure time is defined as free time (De Grazia, 1962; Iso-Ahola, 1980; 
Iso-Ahola, 1999; Neulinger, 1974). 
(2) Online leisure activities: Online leisure activities were defined as free-time activities 
on the Internet (Bryce, 2001) including online games, shopping, dating, instant message, 
email, chat rooms, blogs, personal Web sites and some information acquisition activities such 
as searching information about gardening, camping, backpacking, cooking, music, travel, 
sports, health, or beauty. 
(3) Social capital: Social capital refers to the network ties of goodwill, mutual support, 
shared language, shared norms, social trust, and a sense of mutual obligation that people can 
derive value from (Huysman & Wulf, 2004, p.1). 
(4) Internet use behavior and attitudes: Internet use behavior refers to an individuals 
actions and reactions to the Internet. Behaviors can be conscious or unconscious, overt or 
covert, and voluntary or involuntary. Internet use attitudes are positive or negative views of 
Internet usage (Wikipedia, 2006). Individuals Internet use behavior and attitudes are related 
to their level of online social confidence, online social liberty, ability to use online services, 
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and perception of Internet usage (Morahan-Martin & Schumacher, 2000). 
(5) Internet experience: Internet experience refers to the knowledge, skills, or practice 
derived from using the Internet (Cambridge Dictionary, 2006). Internet experience is 
characterized by an individuals perception of: (a) owning a personal computer with Internet 
access; (b) using the Internet to interact with friends; (c) using the Internet to make new 
friends; (d) using the Internet to search for information; and (e) using the Internet to be 
entertained. 
(6) Asynchronous communication: Asynchronous communication is communication 
taking place at different times or over a certain period of time. 
(7) Synchronous communication: Synchronous communication is communication 
taking place at the same time. 
Delimitations of the Study 
There are several delimitations to this study. Leisure-time Internet activities will 
include only those activities individuals do during their free time and will not include all 
online activities. The study is also delimited to the students and post doctoral fellows at the 
University of North Carolina at Chapel Hill (UNC-CH) who were 18 years of age or older. 
Finally, the level of social capital is delimited to the three dimensions of social connectedness, 
social assurance, and social attachment style. 
Limitations of the Study 
Two limitations should be considered in the present study: 
(1) Convenience sampling: The use of convenience sampling technique limits the 
ability for this research to be generalized to individuals other than college students and post 
doctoral fellows. 
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(2) Internet behavior and attitudes: The lack of reliability and validity statistics for the 
Internet Behavior and Attitudes scale limit the confidence of the results of the study. 
Summary 
This chapter introduced the connections between Internet usage, online interpersonal 
communication, and leisure-time Internet behavior and attitudes from the concept of social 
capital. An explicit statement of the theoretical framework, research hypotheses, purpose of 
the study, research questions, definitions, delimitations, and limitations were also included. 
This chapter provided an overview of the primary concept and methods utilized in this study. 
A more in-depth analysis of the previous research regarding social capital and Internet usage, 
along with an analysis of the strengths and weaknesses of this previous research is provided 
in chapter 2.  
  
CHAPTER 2 
LITERATURE REVIEW 
This chapter describes literature relevant to the research purposes of this thesis. It is 
organized into three sections: (1) the impact of demographic factors on Internet behaviors 
and attitudes, (2) Internet usage and social capital, and (3) leisure-time Internet usage and 
social capital. The end of the chapter includes a brief discussion of the literature as it relates 
to the research questions.  
Impact of Demographic Factors on Internet Behavior and Attitudes 
Demographic factors, including education, gender, age, marital status, ethnicity, income, 
and race, can affect individuals Internet use behavior and attitudes. High-income, married 
couples, white, and highly educated adults more frequently use the Internet (Aurigi & 
Graham, 1998; U.S. Department of Commerce, 2001). In the past, the main population of 
Internet users were males but current data show that females are the largest portion of 
Net-users (eMarketer, 2005; Jupiter Media Metrix, 1999; Rainie & Horrigan, 2005). Some 
studies about Internet users suggest that females are especially interested in online 
transactions such as online shopping (Jupiter Media Metrix, 1998), and online chatting and 
emailing (Bodmer, 2001; Boneva, Kraut, & Frohlich, 2001; Pew Internet and American Life 
Project, May 10, 2000). Given their extensive involvement with the Internet, women play 
very important roles in the generation of online social capital. Wellman and Gulia (1998) 
concluded that the higher the proportion of women in a network, the more supportive the 
network.  
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Internet Usage and Social Capital 
In studies conducted during the 1980s, computer-mediated communication was viewed 
as more impersonal and a more hostile type of interaction than other types of communication, 
such as face-to-face communication (Baym, 1995; Berger & Calabres, 1975). Research based 
on social presence theory (Short, Williams, & Christie, 1976), social cues theory (De Sanctis 
& Gallupe,1987; Sproull & Kiseler, 1986), and media richness theory (Daft & Lengel, 1984) 
support this negative feature of online interactions, because online communications lack 
aural cues, visual cues, facial expressions, gestures, eye contact, and physical appearance. 
Some studies have suggested that the absence of visual and paralinguistic cues in 
technologically mediated communication result in increased psychological distance (Rutter, 
1987). Therefore, in the past the Internet was not supported as an ideal social medium by 
most social scientists. 
In recent years, the negative implications of online communication based on social 
presence theory, social cues theory, and media richness theory have been debated because 
these theories generalize the causality of all kinds of communication. It is possible that some 
communications are short of social cues but they still give individuals psychologically 
closeness (Spears & Lea, 1992; OSullivan, 2000; Thurlow & Brown, 2003). For instance, 
online communication can help some people feel more comfortable expressing bad news and 
also can help some people alleviate nervousness. Walters (1992) study found that having 
sufficient time to exchange messages could allow computer-mediate communication to 
satisfy peoples basic need for interaction as well as face-to-face communication. In addition, 
since many new Internet technologies have emerged such as webcam, video telephone and 
video meeting, the disadvantageous threat of lacking cues of online interactions can be 
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greatly reduced. Nowadays, many researchers, especially computer scientists, have converted 
negative attitudes toward online relationships to positive ones and tend to believe that the 
Internet can serve as a good social medium. 
Extensive research has suggested that Internet networks contribute to social 
connections and generate social capital (Ackerman et al, 2004; Liu, Ginther, & Zelhart, 2002; 
Lueg & Fisher, 2003; McNally et al, 2005; Nouwens & Bouwman, 2005). For instance, the 
Internet helps increase existing patterns of social contact and civic involvement (Chen, Boase, 
& Wellman, 2002; Quan-Haase & Wellman, 2002). The Internet also mitigates the limitations 
of communication such as physical locality (Rheingold, 1993) and the asynchronous nature 
of the Net allows people to communicate without time constraints (Wellman, 1999, chap 10). 
Studies have also shown that individuals who have insufficient social interaction, are socially 
insecure, and have trouble with social relationships in real life are likely to use the Internet 
more frequently (Kling, R.S.; 1996a; Kling, R. S., 1996b; Griffiths, 1999). Online social 
environments actually provide new social opportunities for people who have a disability or 
are uncomfortable in real life social network (Bock, 1994; Mesch, 2001). Some people even 
become more socially active because they can play different roles online without fear of 
repercussions in their real lives (Roberts, Smith, & Pollock, 1996). Indeed, Internet networks 
can facilitate social settings that ease the process of interpersonal communication. 
Internet usage can affect the level of social capital not only because it provides 
opportunities for online social interactions but also because social relationships that exist in 
cyberspace have influenced Net-users offline social lives. Real life and Net relationships are 
often bound up with each other with no clear line between them. The overlap between online 
and offline social networks is greater than before (Thurlow, Lengel, & Tomic, 2004). 
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Wellman and Gulia (1999) described how online and offline social relationships migrate to 
each other and how connections that start online rarely stay there. For instance, online groups 
have organized social activities in real life for their participants (Bruckman, 1992) and the 
Internet intensifies already existing social interactions. It is also true that social relationships 
that began from computer supported social networks (CSSNs) can be supplemented and 
supported by other social channels such as telephone, face-to-face, and postal contact (Parks 
& Floyd, 1996). Fukuyama (1995) argued that strong or high level offline social capital is 
likely to result in thriving virtual social networks. Virtual relationships are considered as the 
extension of offline relationships (DiMaggio, Hargittai, Neuman, & Robinson, 2001). Thus, 
offline and online networks are not isolated social phenomenon. 
Quan-Haase and Wellman (2002) summarized three ways that the Internet might 
positively or negatively affect social capital due to the relationships between real-life and Net 
social interactions. First, the Internet can transform social capital because computer 
supported social networks (CSSNs) foster interactions between individuals in real life. 
Second, the Internet can diminish social capital because it draws people away from their 
friends and families. The online activities privatize peoples leisure time and decrease the 
motivation to be involved with public leisure activities in real-world. Third, the Internet can 
supplement social capital. Social networks that began online and are derived from other 
settings, such as face-to-face, telephone, or mailing, can intensify, support and migrate to 
each other. Therefore, the creation and destruction of social capital may be related to the 
usage of computer technologies. 
Leisure-Time Internet Usage and Social Capital 
Leisure is an important channel for generating social capital because social capital 
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exists in the social ties among people (Hemingway, 1999) and sociability is a main 
component of leisure activities (Caldwell & Andereck, 1994; Mannell & Kleiber, 1997; 
Stebbins, 2002). Leisure provides many opportunities to interact with others and it helps 
individuals become more involved in social interactions. Glover and Hemingway (2005) 
claimed that leisure activities encourage informal social communication and creates richer 
social contacts in which social capital can be generated. Leisure has also been considered as a 
social-capital-generating activity for the development of shared norms, mutual values 
(Putnam & Feldstein, 2003), and mutual trust (Li, Savage, & Pickles, 2004). This notion is 
consistent with Borgmanns (1992b) understanding of leisure as shared meaning. In this 
sense, the primary motive for people to engage in leisure is not consumption but rather 
leisure is something everyone shares. Thus, leisure is strongly related to the creation of social 
capital.  
Since computer supported leisure activities incorporate social interactions such as blogs, 
instant messaging, online gaming, chat rooms and discussion lists, online leisure activities 
must not be overlooked as an important source of social capital as well as traditional leisure 
activities. Practically speaking, one arena in which online interpersonal communication 
frequently occurs is leisure. The Internet provides both public leisure spaces and private 
leisure space. When the Internet serves as public leisure space, bridging social capital 
increases due to the generation of weak ties. On the other hand, private leisure space on the 
Internet facilitates strong ties that establish bonding social capital (Arai, 2000; Yuen, Pedlar, 
& Mannell, 2005). As the prevalence of Internet usage continues to rise, more and more 
people tend to spend their free time in virtual environments and interact with other people 
through online leisure activities. Indeed, the Internet serves as a virtual leisure space that can 
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influence individuals social lifestyles and social capital. 
Summary 
This chapter provided a review of what has been found in previous research that is 
relevant to the purpose of this study. The review of literature suggested that the main 
population of Internet users are high-income, married, White, and more educated individuals. 
Female Internet users provide more social support on the Internet and play an important role 
in the creation of social capital. Previous research also indicated that Internet networks and 
online leisure activities can increase social connection and generate social capital. To further 
examine these findings, a non-experimental correlation research study was conducted to 
examine the relationships between demographics, Internet experience, social capital, and 
leisure-time Internet usage. The research methods, instruments, and analysis procedures are 
provided in chapter 3. 
 
 
 
 
 
 
  
CHAPTER 3 
METHOD 
This chapter contains a description of the steps taken to gather data. The content is 
arranged into three sections: (1) sample and procedures; (2) instruments; and (3) data 
analysis. The four instruments used in this study are explained in the instruments section.  
Sample and Procedures 
This non-experimental correlational research used a self-reported web survey posted on 
SurveyMonkey.com, an online survey service website. The study was approved by the 
University of North Carolina Behavioral Institutional Review Board (IRB) prior to 
contacting participants (see Appendix A). There was no face to face contact with subjects in 
the study. All students and post doctoral fellows at the University of North Carolina at Chapel 
Hill (UNC-CH) received an email from the University of North Carolina mass mailing 
system inviting them to participate in this web survey and informing them about this study. 
The universal resource locators (URLs) link to the research survey was included in the email 
describing how participants could access the survey. The sample size of this study is 610 
participants for a population of 27,000 with 95% confidence level and the confidence interval 
is 3.9. 
Instruments 
The online questionnaire consisted of six single choice questions about demographics 
and five six-point Likert-type questions about the subjects Internet experience. Four 
published scales were used to examine social capital and leisure-time Internet behavior and 
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attitudes: (1) the Social Connectedness Scale (Lee & Robbins, 1995); (2) the Social 
Assurance Scale (Lee & Robbins, 1995); and (3) the Relationship Questionnaire 
(Bartholomew & Horowitz, 1991); (4) the Internet Behavior and Attitudes Scale 
(Morahan-Martin & Schumacher, 2000) (see Appendix B). Respondents needed about 10 
minutes to complete the web survey. The following sections describe the details of the 
questionnaire. 
Section 1: Social Capital 
The Social Connectedness Scale, the Social Assurance Scale, and the Relationship 
Questionnaire were used to measure the degree of social capital individuals possessed. All 
three instruments use a six-point Likert-type scale (1 = very strongly disagree to 6 = very 
strongly agree).  
The Social Connectedness Scale assessed three aspects of belongingness: 
connectedness (4 items), affiliation (3 items), and companionship (1 items). This scale 
offered excellent reliability with high internal consistency for the overall scale (α = .91) plus 
a high 2-week test-retest reliability of .91. Criterion validity was reported at .96 (Lee & 
Robbins, 1995). The Social Assurance Scale reflects participants companionship and 
affiliation (4 items each). This scale also offers excellent reliability with high internal 
consistency for the overall scale (α = .82) plus a high 2-week test-retest reliability of .77 and 
criterion validity of .84 (Lee & Robbins, 1995). In addition, coefficient alphas for the Social 
Connectedness Scale and the Social Assurance Scale based on the results of this study 
population were calculated. The results confirm the reliability of the two scales with alphas 
reported at .95 and .85, respectively. 
The third scale, the Relationship Questionnaire consists of ten short statements 
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describing the four attachment styles: secure (3 items), preoccupied (2 items), dismissing (2 
items), and fearful (3 items). These four attachment patterns reflected the attitudes toward 
close contacts and acceptance of independence. This scale also offered high reliability, with 
alpha coefficients for four attachment ratings that ranges from .85 to .93. The test-retest 
correlations for the scale over 8-month longitudinal study had an average stability of .53 for 
females (secure = .53; fearful = .58; preoccupied = .56; and dismissing = .45) and an average 
stability of .49 for males (secure = .39; fearful = .58; preoccupied = .49; and dismissing = .51) 
(Scharfe & Bartholome, 1994). In addition, coefficient alpha for the Relationship 
Questionnaire based on the results of this study population were calculated. The results 
confirm the reliability of the overall scale (α= .62) and the four subscales (secure = .45; 
fearful = .84; preoccupied = .69; and dismissing = .48). 
The four styles of social attachment reflected individuals social behaviors and attitudes 
toward close relationship and dependence upon others. Individuals who have secure and 
preoccupied styles of social attachment are more comfortable with close relationships, and 
individuals with dismissing and fearful styles tend to avoid close relationships. Individuals 
who have secure and dismissing styles of social attachment are less dependent upon others. 
Individuals who have preoccupied and fearful styles of social attachment are characterized by 
depending upon others. Identifying different styles of social attachment provide a way to 
understand individuals social patterns. Therefore, the Relationship Questionnaire scale can 
help examine the level of social capital that is generated from interpersonal connections. 
Section 2: Internet Behavior and Attitudes 
The Internet Behavior and Attitudes Scale is a six-point scale that includes twenty-five 
Likert-type questions (1 = very strongly disagree to 6 = very strongly agree) to assess social 
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aspects of Internet usage and feelings of competence online. Participants answered the 
questions based on their leisure-time Internet use experience. A factor analysis revealed six 
underlying factors that accounted for 59.29% of the variance, and the factors included social 
confidence (28.92 %), socially liberating (10.12 %), competence (6.23 %), ease of 
communication (5.26 %), disadvantages of use (4.59 %0, and lurking (4.17 %) 
(Morahan-Martin & Schumacher, 2000). In addition, coefficient alpha for the Internet 
Behavior and Attitudes Scale based on the results of this study population were calculated. 
The results confirm the reliability of the overall scale (α= .85). 
Section3: Demographics and Internet Experience 
Respondents provided basic demographic information including gender, age, ethnicity, 
current level of education, marital and parental status, and the length of social experience on 
the Internet. They were also asked to answer five six-point Likert-type questions about their 
Internet experience (1= extremely important to 6= extremely unimportant). The participants 
rated five statements, including their feeling about the importance of owning a personal 
computer with Internet access, using the Internet to interact with friends during free time, 
using the Internet to make new friendships during free time, using the Internet to search 
information during free time, and using the Internet to amuse your self during free time. 
Data Analysis 
The original data consisted of three variables: social capital, leisure-time Internet usage, 
and demographics. Descriptive statistics were used to provide general information about the 
gender, age, race, education level, marital status, parental status, and Internet experience of 
the sample. Three methods, chi-square analysis, somersd , and canonical correlation analysis, 
were used to analyze the research data using STATISTICA 6.0 software. Chi-square tests of 
 23
independence were conducted to determine whether demographics were independent from 
leisure-time Internet usage and social capital. For example, a test was run to determine the 
relationship between one variable from demographics (i.e. gender) and one variable from 
social capital scale (i.e. social connectedness) or one variable from demographics (i.e. race) 
and one variable from leisure-time Internet usage scale (i.e. social confidence). This measure 
examined the strength of association between variables, and addressed the hypotheses 
regarding gender differences in the usage of online leisure activities, and demographics 
related to free-time Internet usage during leisure. In addition, to determine the direction of 
the relations, somersd were performed. Somers'd is an ordinal directional measure that 
indicates the significance, strength and direction of the relationship between two variables. It 
is appropriate only when both variables are ordinal, categorical variables. The value of its 
statistic can range from -1 to 1. Negative values indicate a negative relationship, and positive 
values indicate a positive relationship. In this study, only the relationships that had both 
significant chi-square and significant somersd were considered to be significant. 
Secondly, to explore the relationship between social capital and leisure-time Internet 
usage, canonical correlation analyses were performed on the data. Canonical correlation 
analyses examined the relationship between overall scales scores, as well as sub-domain 
scores, for social capital and leisure-time Internet usage. This measure address the 
hypotheses that the participants in this study who had higher levels of social capital and 
express negative social behaviors and attitudes were more likely to engage in leisure-time 
Internet activities.  
In sum, this chapter described the research methods including the sample, procedures, 
instruments, and data analyses. Reliability and validity coefficient for the instruments are 
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provided. The following chapter will report the descriptive statistics for the sample. 
Additionally, the results of the chi-square analyses, somersd, and canonical correlation 
analyses used to explore the relationships between demographics, Internet experience, 
leisure-time Internet usage, and social capital are reported. 
 
 
 
 
 
  
CHAPTER 4 
RESULTS 
This study investigated the relationships between social capital, leisure-time Internet 
usage, demographics, and Internet experience. The purpose was to explore the degree of 
associations between demographics, Internet experience, social capital, and leisure-time 
Internet behavior and attitudes. In addition, the study sought to determine the extent that 
Internet users level of social capital correlates with leisure-time Internet use behavior and 
attitudes. Chi-square analyses and somersd were used to test whether and how demographics 
and Internet experience were related to social capital and leisure-time Internet usage. 
Canonical correlation analyses were used to examine the relationship between social capital 
and leisure-time Internet behavior and attitudes. 
This chapter describes the statistical results relevant to the relationships between 
demographics, Internet experience, leisure-time Internet usage, and social capital. The 
content is arranged into eight sections: (1) descriptive statistics; (2) demographics and 
leisure-time Interne usage; (3) Internet experience and leisure-time Internet usage; (4) social 
capital, demographics, and Internet experience; (5) social connectedness and leisure-time 
Internet usage; (6) social assurance and leisure-time Internet usage; (7) social assurance and 
leisure-time Internet usage; and (8) social attachment style and leisure-time Internet usage. At 
the end of this chapter, a summary of the results of chi-square analyses, somersd, and 
canonical correlation analyses is provided. 
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Descriptive Statistics 
The descriptive statistics of gender, age, race, and education level for participants are 
presented in Table 1. Table 2 shows the characteristics of marital status, parental status and 
Internet experience. The participants in the study were 132 male (21.6 %) and 478 female 
(71.4 %) UNC-CH students and post doctoral fellows (N = 610). The gender composition of 
the sample is dissimilar to the UNC-CH student body (41.8 % males; 58.2 % females) 
(Office of Institutional Research and Assessment, 2005). Participants ranged in age from 18 
to over 43 years of age. Fifty eight percent of the sample was 18 to 22 years of age, 18.7 % 
were 23 to 27, and 23.2 % were more than 27 years old. This age composition of the sample 
was very representative of the UNC-CH student body (58.8 % 18-23 years old; 18.8 % 23-27 
years old; and 20.1 % older than 27 years old). With reference to the ethnic composition of 
the sample, 82.3 % were White, 7.4 % were Black, 5.1 % were Asian, and 5.3 % were others 
(e.g. Hispanic, Latino, multi-race). The racial composition of the sample was also 
representative of the UNC-CH student body (72.2 % White; 9.9 % Black; 5.9 % Asian; and 
12 % others). The level of education of the sample (66.2 %, undergraduate students; 33.1 % 
graduate students) was very similar to the UNC-CH student body (61.5 % undergraduate 
students; 38.5 % graduate students). In addition, 74.6 % of participants were single without 
children and the majority of participants (83.3 %) used the Internet to interact with their 
friends for over 5 years, with only a small fraction of participants (0.7 %) being inexperience 
(e.g. less than one year) users. 
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Table 1   
Respondents Gender, Age, Race, and Current Education Level (N = 610) 
 n % 
Gender  
male 132 21.6 
female 478 78.4 
Age  
18  22 354 58.0 
23  27 114 18.7 
28  32 71 11.6 
33  37  21 3.4 
38  42 17 2.8 
43+ 33 5.4 
Race  
White 502 82.3 
Black 45 7.4 
Asian 31 5.1 
other race 32 5.3 
Current level of education   
undergraduate 404 66.2  
masters 150 24.6  
doctorate   52 8.5  
postdoc 4 0.7  
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Table 2  
Respondents Marital Status, Parental Status, and Internet Experience (N = 610) 
 n % 
Marital status   
single without children 455  74.6  
single with children 11  1.8  
married without children 58  9.5  
married with children 47  7.7  
partner without children 35  5.7  
partner with children 4  0.7  
Experience using the Internet to interact with friends   
<1 year 4  0.7  
1  2 years 28  4.6  
3 - 4 years 70  11.5  
5  6 years 136  22.3  
7 - 8 years 195  32.0  
>8 years 177  29.0  
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Demographics and Leisure-Time Internet Usage 
The chi-square analyses of responses indicated that four demographic items (e.g. age, 
current level of education, marital/parental status, and the length of Internet experience) were 
significantly related to leisure-time Internet use behavior and attitudes (see Table 3 & Table 
4). Internet users who felt more inclined to socialize with their online friends were younger 
(X 2(130) = 157.69, p < .05, Somersd = -.120, p < .0001) and single without children (X 
2(130) = 181.364, p < .01, Somersd = -.084, p < .01). Age was also positively associated 
with Internet users feeling of the inefficiency of online leisure applications for 
communicating and searching for information (X 2(70) = 104.138, p < .01, Somersd = .151, 
p < .01). There were also a significantly positive relationship between marital/parental status 
and Internet users feeling of the inefficiency of online leisure activities for communicating 
and searching for information (X 2(70) = 93.214, p < .01, Somersd = .113, p < .0001). 
Current level of education was negatively related to online social confidence (X 2(90) = 
160.863, p < .0001, Somersd = -.149, p < .0001). Finally, experienced Internet users felt 
more competent in their ability to use online services for leisure purposes (X 2(70) = 171.371, 
p < .0001, Somersd = .229, p < .0001) and they also felt that being online made it easier to 
communicate with others during their free time (X 2(25) = 177.069, p < .0001, Somersd 
= .213, p < .0001). There were no significant associations between gender, race, and 
leisure-time Internet behavior and attitudes.  
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Table 3 
Relationship Between Gender, Age, Race, Current Level of Education, and Leisure-Time 
Internet Use Behavior and Attitudes 
 X 2 df P Somersd p 
Gender         
social confident 32.261 30  .355     
social liberating 34.993 26  .112     
competence 9.334 14  .747     
ease of communication 32.921 5  .001** .045   .172 
disadvantage 16.020 13  .312     
lurking 4.939 12  .432     
Age         
social confident 161.006 150  .255     
social liberating 157.68 130  .050* -.120   .000*** 
competence 69.916 70  .316     
ease of communication 65.124 25  .303     
disadvantage 104.138 70  .005** .151   .000*** 
lurking 23.463 60  .551     
Race         
social confident 176.952 90  .550     
social liberating 171.747 78  .184     
competence 64.765 42  .858     
ease of communication 55.337 15  .927     
disadvantage 83.497 39  .495     
lurking 30.653 36  .433     
Current level of education         
social confident 160.863 90  .000*** -.149   .000*** 
social liberating 88.775 78  .190     
competence 29.978 42  .850     
ease of communication 26.617 15  .873     
disadvantage 55.083 39  .085     
lurking 10.537 36  .785     
* p < .05. ** p < .01. *** p < .0001 
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Table 4 
Relationship Between Marital / Parental Status, Internet Experience, and Leisure-Time 
Internet Use Behavior and Attitudes  
 X 2 df P Somersd p 
Martial / parental status          
social confident 172.297 150  .103     
social liberating 181.364 130  .002* -.084   .006* 
competence 67.118 65       
ease of communication 100.007 60  .001* .059   .058 
disadvantage 93.214 70  .003* .113   .000** 
Lurking 48.183 25  .004* .032   .345 
Internet experience         
social confident 152.976 150  .417     
social liberating 125.266 130  .601     
competence 171.371 70  .000** .229   .000** 
ease of communication 177.069 25  .000** .213   .000** 
disadvantage 88.839 65  .064     
lurking 32.513 60  .144     
* p < .01. ** p < .0001 
 
Internet Experience and Leisure-Time Internet Usage 
Chi-square tests of independence were calculated for the importance of owning a 
personal computer with Internet service with leisure-time Internet use behavior and attitudes 
(see Table 5). The results indicate that the participants in this study who highly valued having 
their own computer with Internet service had greater competence to use online services (X 2 
(70) = 263.650, p < .0001, Somersd = .262, p < .0001), felt it was easier to communicate 
online (X 2 (25) = 195.813, p < .0001, Somersd = .262, p < .0001), and tended to view the 
Internet as an efficient channel to communicate and search for information (X 2(65) = 
109.181, p < .01, Somersd = -.165, p < .0001). 
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Table 5 
Relationship Between the Importance of Owning a Personal Computer with Internet Service 
and Leisure Internet Use Behavior and Attitudes 
 X 2 df p Somersd p 
Personal computer        
social confident 114.696 150 .986     
social liberating 87.725 130 .998     
competence 263.650 70 .000** .262   .000** 
ease of communication 195.813 25 .000** .262   .000** 
disadvantage 109.181 65 .002* -.165   .000** 
lurking 27.783 60 .318     
* p < .01. ** p < .0001 
 
Chi-square analyses were run to measure the association between the importance of 
using the Internet to interact with friends and leisure Internet use behavior and attitudes (see 
Table 6). The results indicate that the importance of using the Internet to interact with friends 
was positively related to online social confidence (X 2(150) = 195.495, p < .01, Somersd 
= .206, p < .0001), competence (X 2(70) = 109.546, p < .0001, Somersd = .136, p < .0001), 
and ease of communication (X 2(25) = 134.353, p < .0001, Somersd = .243, p < .0001).  
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Table 6  
Relationship Between the Importance of Using the Internet to Interact with Friends and 
Leisure Internet Use Behavior and Attitudes 
 X 2 df p Somersd p 
Interact with friends        
social confident 195.495 150 .007* .206   .000** 
social liberating 151.903 130 .092     
competence 109.546 70 .000** .136   .000** 
ease of communication 134.353 25 .000** .243   .000** 
disadvantage 120.270 65 .000** -.087   .012 
lurking 61.877 60 .000** -.094   .007 
* p < .01. ** p < .0001 
 
Table 7 presents the results of the relationship between an individuals interest in using 
the Internet to make new friends and leisure Internet use behavior and attitudes. The results 
reveal that participants who preferred to expand their social network over the Internet had 
higher online social confidence (X 2(150) = 538.586, p < .0001, Somersd = .394, p < .0001), 
felt more socially liberated online (X 2(130) = 505.532, p < .0001, Somersd = .377, p 
< .0001), and had a greater sense of competence to use the Internet  (X 2(70) = 122.286, p 
< .0001, Somersd = .006, p < .0001). 
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Table 7 
Relationship Between the Importance of Using the Internet to Make New Friends and Leisure 
Internet Use Behavior and Attitudes 
 X 2 df p Somersd p 
Make new friends        
social confident 538.586 150 .000** .394   .000** 
social liberating 505.532 130 .000** .377   .000** 
competence 122.286 70 .000** .006   .000** 
ease of communication 93.570 25 .004* .068   .068 
disadvantage 179.882 65 .000** -.053   .128 
lurking 45.755 60 .007* .043   .231 
* p < .01. ** p < .0001 
 
Table 8 displays the relationships between the importance of using the Internet to 
search for information and leisure Internet use behavior and attitudes. Four significant 
associations were found. Chi-square analyses indicated that individuals who felt it was more 
important to search for information on the Internet were more competent to use online 
services for leisure purposes (X 2(70) = 294.614, p < .0001, Somersd = .267, p < .0001), felt 
that it was easier to communicate online (X 2(25) = 181.313, p < .0001, Somersd = .268, p 
< .0001), felt that the Internet was an efficient mediator for communicating and searching for 
information (X 2(65) = 127.117, p < .01, Somersd = -.178,  p < .01), and tended to not lurk 
online and enter a conversation during their free time (X 2(60) = 39.057, p < .01, Somersd 
=.036,  p < .05). 
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Table 8 
Relationship Between the Importance of Using the Internet to Search for Information and 
Leisure Internet Use Behavior and Attitudes 
 X 2 df p Somersd p 
Search information        
social confident 132.407 150 .846     
social liberating 131.385 130 .450     
competence 294.614 70 .000** .267   .000** 
ease of communication 181.313 25 .000** .268   .000** 
disadvantage 127.117 65 .000** -.178   .000** 
lurking 39.057 60 .036* -.075   .031* 
* p < .01. ** p < .0001 
 
Chi-square analyses of independence were used to compare the importance of using 
the Internet to amuse oneself with leisure-time Internet use behavior and attitudes (see Table 
9). The results indicate that Internet users who felt the Internet was an important medium to 
use to entertain themselves had greater online social confidence (X 2(150) = 191.788, p < .05, 
Somersd = .218, p < .0001), felt more socially liberated online (X 2(130) = 179.060, p < .01, 
Somersd = .182, p < .0001), had greater ability to use Internet services (X 2(70) = 109.129, p 
< .01, Somersd = .187, p < .0001), could more easily interact with others online (X 2(25) = 
84.647, p < .05, Somersd = .197, p < .0001), and viewed the Internet as an efficient social 
and search information mediator (X 2(65) = 155.930, p < .0001, Somersd = -.146, p < .0001). 
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Table 9 
Relationship Between the Importance of Using the Internet to Amuse Oneself and Leisure 
Internet Use Behavior and Attitudes 
 X 2 df p Somersd p 
Amuse oneself        
social confident 191.788 150 .012* .218   .000*** 
social liberating 179.060 130 .003** .182   .000*** 
competence 109.129 70 .001** .187   .000*** 
ease of communication 84.647 25 .020* .197   .000*** 
disadvantage 155.930 65 .000*** -.146   .000*** 
lurking 37.560 60 .051     
* p < .05. ** p < .01. *** p < .0001 
 
Social Capital, Demographics, and Internet Experience 
Chi-square analyses were used to examine the association between three dimensions of 
social capital (e.g. social connectedness, social assurance, and social attachment style), 
demographics, and Internet experience. The results revealed that there were no significant 
relationships between the degree of social connectedness, demographic variables, and 
Internet experience variables (see Table 10).  
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Table 10 
Relationship Between Demographic Variables, Internet Experience Variables, and Social 
Connectedness  
 X 2 df p Somersd  p 
Social Connectedness        
Gender 34.683 32 .341     
Age 147.053 160 .760     
Race 168.053 96 .890     
Education 72.323 96 .966     
Marital status & Children 137.872 160 .896     
Internet Experience 202.833 160 .012* -.023   .465 
Personal computer 175.699 160 .187     
Interact with friends 168.079 160 .315     
Make new friends 173.499 160 .220     
Search information 199.235 160 .019* .038   .235 
Amuse self 159.677 160 .492     
* p < .05 
 
Secondly, Chi-square analyses tested the relationship between social assurance, 
demographic variables, and Internet experience variable (see Table11). The results indicated 
that online social assurance was positively related to age (X 2(165) = 220.361, p < .05, 
Somersd = .140, p < .0001) and the importance of using the Internet to search for 
information during ones free time (X 2(165) = 222.340, p < .01, Somersd = .066, p < .05), 
whereas social assurance was inversely associated with the importance of using the Internet 
to make new friends during ones free time (X 2(165) = 290.973, p < .0001, Somersd = -.107, 
p < .01).  
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Table 11 
Relationship Between Demographic Variables, Internet Experience Variables, and Social 
Assurance  
 X 2 df p Somersd  p 
Social Assurance        
Gender 47.032 33 .054     
Age 220.361 165 .003** .140   .000*** 
Race 240.395 99 .021* .030   .268 
Education 100.615 99 .436     
Marital status & Children 155.986 165 .680     
Internet Experience 181.957 165 .174 -.018   .570 
Personal computer 509.124 165 .000***     
Interact with friends 191.633 165 .076     
Make new friends 290.973 165 .000*** -.107   .001** 
Search information 222.340 165 .002** .066   .040* 
Amuse self 241.344 165 .000*** .045   .160 
* p < .05. ** p < .01. *** p < .0001 
Social attachment style was used as the third subscale to measure social capital and 
chi-square analyses were also used to examine if social attachment style was related to 
demographic variables (see Table12). The results showed that males were more likely to have 
a dismissing style of social attachment than females (X 2(10) = 23.606, p < .01, Somersd = 
-.121, p < .0001). In addition, individuals who were not married and did not have children 
were more likely to have a fearful style of social attachment than individuals who were 
married with children (X 2(75) = 99.094, p < .05, Somersd = -.118, p < .0001). The 
participants who were not married and did not have children were more comfortable 
depending on others and were more uncomfortable getting intimate with others than those 
who were married and had children. Furthermore, more experienced Internet users were more 
likely to have a secure style of social attachment than novices (X 2(75) = 126.181, p < .0001, 
Somersd = .089, p < .01).  
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Table 12  
Relationship Between Demographic Variables and Four Social Attachment Styles 
 X 2 df p Somersd p 
Secure        
gender 21.386 15 .125     
age 78.001 75 .384     
race 80.527 45 .752     
current level of education 34.321 45 .876     
marital / parental status  83.358 75 .238     
Internet experience 126.181 75 .000** .089   .008* 
Dismissing        
gender 23.606 10 .009* -.121   .000** 
age 53.165 50 .353     
race 64.428 30 .324     
current level of education 27.622 30 .590     
marital / parental status  49.617 50 .489     
Internet experience 81.738 50 .003* .016   .624 
Preoccupied        
gender 9.369 10 .497     
age 67.366 50 .051     
race 49.274 30 .085     
current level of education 41.104 30 .837     
marital / parental status  53.880 50 .328     
Internet experience 61.134 50 .134     
Fearful        
gender 15.246 15 .434     
age 77.583 75 .396     
race 109.018 45 .084     
current level of education 56.532 45 .116     
marital / parental status  99.094 75 .033* -.118   .000** 
Internet experience 77.962 75 .385     
* p < .01. ** p < .0001 
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Finally, chi-square analyses were used to examine if social attachment style was related 
to Internet experience variables (see Table13). The results demonstrated that participants who 
considered online leisure activities to be an important way to make new friends were more 
likely to have a dismissing style of social attachment (X 2(50) = 130.987, p < .0001, Somersd 
= .105, p < .01), to have a preoccupied style of social attachment (X 2(50) = 133.735, p 
< .0001, Somersd = .170, p < .000), and to have a fearful style of social attachment (X 2(75) 
= 11.144, p < .01, Somersd = .125, p < .0001). Finally, the importance of owing a personal 
computer with Internet service was positively related to a dismissing style of social 
attachment (X 2(50) = 82.529, p < .0001, Somersd = .085, p < .01).  
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Table 13  
Relationship Between Internet Experience Variables and Four Social Attachment Styles 
 X 2 df p Somersd p 
Secure        
personal computer 58.651 75 .918     
interact with friends 66.921 75 .736     
make new friends 117.262 75 .001* -.053   .056 
search information 84.892 75 .204     
amuse oneself 88.855 75 .131     
Dismissing        
personal computer 82.529 50 .003* .085   .007* 
interact with friends 47.009 50 .594     
make new friends 130.987 50 .000** .105   .001* 
search information 57.848 50 .208     
amuse oneself 32.160 50 .977     
Preoccupied        
personal computer 83.791 50 .002* -.010   .752 
interact with friends 55.866 50 .264     
make new friends 133.735 50 .000** .170   .000** 
search information 58.494 50 .192     
amuse oneself 50.469 50 .455     
Fearful        
personal computer 57.929 75 .928     
interact with friends 62.366 75 .851     
make new friends 111.144 75 .004* .125   .000** 
search information 55.533 75 .955     
amuse oneself 68.161 75 .699     
* p < .01. ** p < .0001 
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Social Connectedness and Leisure-Time Internet Usage  
The social connectedness scale and Internet behavior and attitudes scale were used in 
this study to measure the level of social capital and leisure-time Internet usage. Because 
simple bivariate analyses make it difficult to discern patterns of relationships across two sets 
of variables and to understand the role of each variable when many are intercorrelated, 
canonical correlation analysis was chosen to systematically measure this relationship. Each 
analysis derived a linear combination (canonical variate) of one set of variables and a linear 
combination of a second set of variables in such a way that the correlation between this pair 
of linear combinations was maximized. The importance of the relationship between pairs of 
canonical variates is based on how strongly a variate on one side relates to a variate on the 
other. For this study, the canonical correlation analysis was performed using the set of three 
social connectedness measures compared with the set of six leisure-time Internet behavior 
and attitudes measures. 
The results of the canonical correlation analysis suggest that the three variables of 
social connectedness (e.g. connectedness, affiliation, and companionship), and six variables 
of Internet behavior and attitudes (e.g. social confident, social liberating, competency, ease of 
communication, disadvantages, and lurking) were significantly related (Canonical R = .44, X 
2(18) =143.00, p < .001). Table 14 identifies the standardized canonical coefficients for the 
first canonical correlation. With a cutoff correlation of 0.3 used for interpretation, structure 
coefficients reflected an association between three social connectedness measures including 
connectedness (rx = -.89), affiliation (rx = -1.00), and companionship (rx = -.77), and a linear 
combination of online social confidence (ry = .82), online social freedom (ry = .87), and 
competence (ry =-.36). The first canonical variate structure coefficients of online social 
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confidence and online social liberation were higher than that of competence. The results 
demonstrate that social connectedness was inversely related to online social confidence and 
online social liberation, and it was positively associated to competence. 
 
Table 14  
Correlation Between Social Connectedness and Leisure-Time Internet Use Behavior and 
Attitudes 
 First canonical variate structure coefficients 
Social connectedness  
connectedness -0.89 * 
 affiliation -1.00 * 
 companionship -0.77 * 
   
Leisure-time Internet usage  
social confident 0.82 * 
social liberating 0.87 * 
competence -0.36 * 
ease of communication -0.14  
disadvantages -0.03  
lurking 0.29  
Note. Results are reported for only the first canonical correlations. (R = .44, X 2(18) =143.00, p < .001). 
*Structure coefficients greater than 0.3 were included in the interpretation of each canonical variate. 
 
Social Assurance and Leisure-Time Internet Usage    
Canonical correlation analysis was utilized to assess the relationship between social 
assurance (e.g. companionship and affiliation) and leisure-time Internet use behavior and 
attitudes (e.g. social confident, social liberating, competency, ease of communication, 
disadvantages, and lurking). The results demonstrated that social assurance was significantly 
related to leisure-time Internet usage (R = .37, X 2(12) =104.81, p < .001). Table 15 reveals 
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the first canonical variate structure coefficients. Significance was established if the amount of 
variance accounted for by the overlap between the significant set of canonical variate pair 
was over 0.3. Structure coefficients revealed that the level of social assurance relevant to the 
first canonical variate were companionship (rx = .46) and affiliation (rx = .97). Among the 
leisure-time Internet usage variables, online social confidence (ry = -.88) and online social 
freedom (ry = -.80) were relevant to the first canonical variate. Taken as a pair, the first 
canonical variates indicated that social assurance was negatively related to online social 
confidence, online social liberation. 
 
Table 15 
Correlation Between Social Assurance and Leisure-Time Internet Use Behavior and Attitudes 
 First canonical variate structure coefficients 
Social assurance  
companionship 0.46 * 
 affiliation 0.97 * 
  
Leisure-time Internet usage  
social confident -0.88 * 
social liberating -0.80 * 
competence 0.10  
ease of communication 0.12  
disadvantages -0.19  
lurking -0.16  
Note. Results are reported for only the first canonical correlations (R = .37, X 2(12) =104.81, p < .001). 
*Structure coefficients greater than 0.3 were included in the interpretation of each canonical variate. 
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Social Attachment Style and Leisure-Time Internet Usage 
In order to determine if and how social attachment style and leisure-time Internet use 
behavior and attitudes were related, a canonical correlation analysis was run. The canonical 
correlation analysis examined which combinations of factors were most significant. Four 
social attachment styles (e.g. secure, dismissing, preoccupied, and fearful) were entered as 
one set of variables and six leisure-time Internet usage measures (e.g. online social 
confidence, online social liberty, competence, ease of communication, disadvantages, and 
lurking) were entered as another set of variables. For this study, only the first canonical 
correlate was chosen and the overall multivariate test of significance revealed that the two 
sets of variables, social attachment style and leisure-time Internet usage) were significantly 
related (R = .44, X 2 (24) =171.76, p < .001) (see Table 16). 
The interpretation of reliable pairs of canonical variates was based on the loading 
matrices; variables with loadings below 0.3 were not interpreted. For the first canonical 
variate (see Table 14), both the level of social confidence (ry = .90) and social liberation (ry 
= .82) contributed positively to preoccupied social attachment style (rx = .78) and fearful 
social attachment style (rx = .86), whereas they contributed inversely to secure attachment 
style (rx = -.39).  
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Table 16 
Correlation between Social Attachment Style and Leisure-Time Internet Use Behavior and 
Attitudes 
 First canonical variate structure coefficients 
Social attachment style  
secure -0.39 * 
 dismissing 0.25  
 preoccupied 0.78 * 
 fearful 0.86 * 
  
Leisure-time Internet usage  
social confident 0.90 * 
social liberating 0.82 * 
competence -0.19  
ease of communication 0.10  
disadvantages 0.04  
lurking 0.22  
Note. Results are reported for only the first canonical correlations (R = .44, X 2 (24) =171.76, p < .001). 
*Structure coefficients greater than 0.3 were included in the interpretation of each canonical variate. 
 
Summary  
Results of chi-square analyses and canonical correlation analyses revealed whether and 
how demographics, Internet experience, leisure-time Internet use behavior and attitudes, and 
social capital were related. The results of the present study were presented in three parts as 
defined by the research questions and hypotheses.  
First of all, chi-square analyses revealed how demographics were related to 
leisure-time Internet use behavior and attitudes. Partly contrary to the hypotheses that 
participants who were married, white, and more highly educated were more likely to 
participate in free-time Internet activities, the results showed that the participants in this 
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study who were younger, not married, and had no children had higher online social liberation 
during their free time. These participants also felt the Internet was an inefficient place to 
communicate and search for information. The participants with lower levels of education had 
higher online social confidence to participate in online leisure activities, and those 
participants with longer Internet experience had more ability to use online services for leisure 
purposes and also felt that being online made it easier to communicate. 
The results of chi-square analyses also revealed the associations between Internet 
experience and Leisure-time Internet use behavior and attitudes. The importance of owning a 
personal computer with Internet access was positively related to competence, ease of 
communication, and efficiency of socialization and information searching on the Internet. 
The importance of using the Internet to interact with friends was positively associated with 
online social confidence, competence, and ease of communication. The importance of using 
the Internet to make new friends was positively related to online social confidence, online 
social freedom, and abilities. The importance of using the Internet to search for information 
was positively associated to competence, ease of communication, and efficiency of 
communicating and searching for information. Finally, the importance of using the Internet to 
amuse oneself was positively related to online social confidence, online social liberation, 
competence, ease of communication, efficiency of communicating and searching for 
information. 
Second, some demographic factors and Internet experience were related to social 
capital. The participants in this study who were younger and considered online leisure 
activities to be an important channel to make new friends and felt the Internet was not an 
important avenue to search for information had lower social assurance. Moreover, 
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participants with more Internet experience were more likely to have a secure style of social 
attachment and were unlikely to have a fearful style. The participants who viewed online 
leisure activities as more important mediators to expand the network of their friendships 
tended to not have a secure style of social attachment, and those participants who had a 
dismissing style of social attachment were more likely to be males who felt that it was 
important to own a personal computer with Internet services. Experienced and unmarried 
Internet users in this study with no children tended to show a fearful style of social 
attachment.  
Finally, the results from the canonical correlation analyses identified several key 
elements in the relationships between social capital and leisure-time Internet use behavior 
and attitudes. Contrary to the hypotheses, a lower level of social connectedness for 
participants in this study was significantly related to higher online social confidence, greater 
online social freedom, and increased competence to use online services. However, 
associations between social assurance, social attachment style, and leisure Internet use 
behavior and attitudes were consistent with the hypotheses that the participants in this study 
who had higher levels of social capital and expressed negative social behaviors and attitudes 
were more likely to engage in leisure-time Internet activities. Social assurance and online 
social confidence/liberty were negatively correlated. Internet users in this study who had 
preoccupied / fearful style of social attachment had greater online social confidence and 
liberation when they engaged in leisure Internet activities. Discussions of these three main 
results are presented in chapter 5. 
 
 
  
CHAPTER 5 
DISCUSSION 
The social applications of the Internet have received considerable attention in recent 
research (e.g. Guillen, & Suarez, 2005; Kavanaugh, Reese, Carroll, & Rosson, 2005; 
Lawson-Borders, & Kirk, 2005; Thompson, 2006; Williams, & Trammell, 2005). The 
purpose of this study was to specifically focus on Internet usage for leisure purposes and 
social interaction. The findings of this study help researchers and practitioners better 
understand leisure practices on the Internet and its relationship to social capital.  
The results of this study indicated that individuals who engage in more online leisure 
activities use the Internet more to socialize, to search for information, and to amuse 
themselves. This study also found that there was a relationship between demographic 
characteristics and social capital. Individuals who were younger, not married, did not have 
children, were less educated, and had more Internet experience had higher levels of social 
capital. In addition, individuals who were socially disconnected, had low social assurance, 
and had dependent styles of social attachment participated in more social-capital building 
activities in cyberspace. These findings provided a connection between social capital, online 
leisure activities, and demographics. 
This chapter will discuss the results of this study as they relate to the hypotheses and 
what has been found in previous research. The discussion is arranged into five sections: (1) 
online interaction during free time; (2) social capital and leisure-time Internet usage; (3) 
limitations of the study; (4) implications; and (5) conclusion. 
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Online Interaction During Free Time 
Socio-demographic factors are particularly important to research on Internet usage 
because they not only affect Internet use per se but they are also related to the formation of 
online social relationships (Dunham et al., 1998; Leary, 1983; McKenna & Bargh, 2000). The 
current study supports the notion that there are some relationships between demographics and 
leisure Internet use behavior and attitudes. The results indicated that age, the current level of 
education, marital status, parental status, and the length of Internet experience substantially 
predicted some leisure Internet behavior and attitudes (e.g. online social confidence, online 
social liberation, competence, ease of communication, and feeling of efficiency of online 
communication). By contrast, although ample research has inferred the impact of gender and 
ethnicity on Internet use (Birnie & Horvath, 2002; Hussong, 1997; McAdams, Lester, Brand, 
Mcnamara, & Lensky, 1988; Wellman & Gulia, 1999), this study indicated that these two 
variables were not significantly related to leisure Internet use behavior and attitudes. 
The length of Internet experience was positively correlated with online interpersonal 
communication for leisure. Individuals who had been online for a longer period of time were 
more likely to feel competent in their ability to use online services and increased their 
social-capital-building activities. These results are consistent with previous research that 
demonstrates that experienced Internet users engaged more in Internet activity and 
participated in more types of Internet activities (Wellman, Quan Haase, Witte, & Hampton, 
2001). An innovative study that used special use-logging software to compare the online 
behavior of experienced and novice Web users reinforced the relationship between Internet 
experience and competence (Neuman, ODonnell, & Schneider, 1996). Compared to 
experienced Internet users, novice Internet surfers were more aimless in their online behavior 
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because of a lack of ability and, as a result, those individuals were less prone to access social 
support over the Internet. Evidence from the Blacksburg case study also supported the claim 
that experienced Internet users were more likely to use the network for 
social-capital-building activities (Kavanaugh & Patterson, 2001). Given that select 
socio-demographic factors are related to Internet use and can effect free-time social 
communication over the Internet, they should be considered when exploring how the Internet 
changes social capital. 
The findings of this study suggest that the Internet is an important leisure resource 
that fosters interaction with others for young adults who are experienced Internet users. By 
contrast, older adults tend to have less Internet experience and ability and do not use the 
Internet for leisure as frequently as younger adults. The demographics trends identified above 
provide some insight in to this increasing popular and influential form of leisure behavior. 
What remains unclear is whether this influential leisure behavior has a positive or negative 
impact on social networks. While it initially appears that these expanded social networks 
increase social capital for younger adults, it is not clear how social capital through online 
leisure impacts offline social capital. It may be that older adults have comparable levels of 
social capital. It is just that they gain this capital from offline resources. 
The results of this study revealed that the social impact of online leisure activities is 
also highly associated with Internet users feeling of the importance of using online leisure 
activities to increase social capital. Practically speaking, the Internet is an unprecedentedly 
malleable technology. As such, its evolution and future shape will depend upon how most 
Net surfers use it. Bargh (2002) stated that from a social science perspective an individuals 
goals and intrinsic motivations to surf the Internet affects the quality and quantity of online 
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social interaction. The results of this study highlighted the relevance of discriminating 
between different motivations to use the Internet for leisure. The findings showed that 
Internet users who value using online leisure activities to make friends, to search for 
information, and to amuse themselves tended to engage in more social interaction during 
leisure-time Internet usage. Similarly, in a study of Dutch Internet users, van Zoonen (2002) 
concluded that individuals who were motivated to use specific applications on the Internet, 
such as music, hobbies, banking, networking, or playing, were more likely to express 
changes in their online social patterns than Internet users who were not motivated by specific 
applications. 
The relationships between Internet experience and online leisure activities is 
important because ones motivation to use the Internet during leisure affects an individuals 
social interactions. When individuals consider social interactions to be an important function 
of online leisure activities, they tend to have a better leisure experience and enjoy online 
leisure services. This relationship demonstrates how the Internet can provide social 
opportunities for those individuals who consider online network to be an important leisure 
source. 
Social Capital and Leisure-Time Internet Usage 
Contrary to what has been found in previous research (Jones, 1994; Rheingold, 2000; 
Wellman, 1997; Hampton & Wellman, 2000; Cole, 2000; Howard, Rainie, & Jones, 2001), 
the results of this study revealed that individuals who had low social connectedness engaged 
in more online leisure activities to interact with others. This finding is opposite of Coles 
(2000) research that found Internet users to be active socialites who spend much time with 
families and friends. Because each of these studies only show the relationship between social 
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connectedness and online leisure activities, the causal direction of this relationship is not 
known. Internet leisure activities could support or diminish social capital depending upon if 
high social-capital-building activities on the Internet were the result of low social 
connectedness or the cause of low social connectedness. 
First, if low social connectedness resulted in high online social-capital-building 
activities, interpersonal communication through online leisure activities could assist socially 
isolated individuals or Net users with social problems to develop and/or maintain social 
contacts. In other words, online leisure activities could support or supplement the creation of 
social capital. This situation is consistent with previous research that reported a positive 
relationship between Internet use and social isolation (Mckenna & Bargh, 2000; Nie & 
Erbring, 2000). As Gross, Juvonen, and Gable (2002) stated, people who were not popular 
and only had a few friends were prone to make more new friends over the Internet. Dunham 
and colleagues (1998) found that single mothers who were more socially isolated engaged in 
online socialization more than socially connected single mothers. Some researchers also 
suggested that the Internet is an ideal tool for social interaction because it reduces negative 
social expectations (Kanaley, July 8, 1995; Leary, 1983; Sharf, 1997; Turkle, 1995). On the 
contrary, if low social connectedness is the result of high Internet usage for leisure purposes, 
online leisure activities could decrease ones sense of social connectedness. Therefore, 
Internet use for leisure applications could have negative effects on the generation of social 
capital.  
The potential negative effects of leisure Internet usage on social capital was confirmed 
by Kraut and his colleagues (1998) in a longitudinal study of 169 Pittsburgh-area families. 
These researchers found that Internet users tended to become more isolated and depressed 
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over time. Heavy Net users tended to replace time spent with close friends and family with 
weak ties of social interaction online. LaRose, Eastin, and Gregg (2001) similarly found that 
as Internet use increases, weaker online social relationships are developed and stronger 
offline interactions are decreased. Thus, Internet use enthusiasts are more likely to develop 
and maintain weaker social ties than low Internet users (Sanders, Field, Diego, & Kaplan, 
2000; Nie & Ebring, 2000). Birnie and Horvath (2002) also stated that the social isolated and 
other disadvantaged members of society tended to have less social interaction in cyberspace. 
All of these studies suggest that heavy Internet usage diminishes social capital. 
The direction of causality between low social connectedness and heavy online leisure 
activities is crucial if the advantages or disadvantages of Internet usage toward the creation of 
social capital are to be determined. Since the current study only revealed a negative 
relationship between these two variables, it remains unclear if Internet leisure activities 
diminish, support, or supplement social capital.  
Social assurance was the second dimension used to measure social capital. As 
hypothesized, social assurance was inversely related to social interaction during leisure 
Internet activities. Individuals who have lower social assurance have less social interaction 
with other Internet users in cyberspace. This finding was supported by Lee and Robbins 
(1995) who indicated that low social assurance increases ones need for a sense of 
belongingness and companionship. Therefore, low social assurance results in more social 
contacts, and thus creates more social capital (Hooghe & Stolle, 2003).  
The relationship between social assurance and social capital is important because it 
demonstrates that the Internet can be an important place for individuals who have low social 
assurance to spend their free time and to build their social networks. Online leisure activities 
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provide opportunities for this population to receive social support from other Internet users 
and to have a better leisure experience. 
Social attachment style was the third variable used to measure social capital. 
Consistent with the hypothesis, Internet users who had negative social attitudes are more 
likely to depend upon others and engage in more online social-capital-building activities 
during their free time. With reference to social capital theory (Huysman & Wulf, 2004), both 
mutual support and social trust contribute to social capital. Flourishing social capital requires 
that people are willing to depend on others. Bartholomew and Horowitz (1991) suggested 
that having a fearful and preoccupied social attachment style led individuals to rely more on 
others due to their lack of self-confidence. The results of the present study found that 
individuals with a fearful and preoccupied social attachment styles had higher online social 
confidence and felt more socially liberated online. As a result, these individuals tended to 
participate in more social-capital-building activities during their free time. 
The relationship between different styles of social attachment and online 
social-capital-generating activities demonstrates that Internet leisure activities are an 
important medium for individuals who are more dependent upon others. When individuals 
use online leisure activities to maintain and develop their social networks, they are more 
likely to have higher social confidence and better leisure experiences. Research confirms that 
online communication can provide s a strong sense of community, companionship, 
acceptance, and social support (Parks & Floyd, 1996; Walther, 1996). However, others 
contend that online relationships are weak, superficial, and distant and result in alienation and 
depression (Benginger, 1987; Carducci & Zimbardo, 1995; LaRose, Eastin, & Gregg, 2001; 
Sanders, Field, Diego, & Kaplan, 2000). The truth is probably somewhere in between. Online 
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relationships can be healthy for some but not for others. 
In sum, the current study yielded several findings about demographics, Internet 
experience, online leisure activities, and social capital. First, younger, less educated, single, 
individuals without children, and more experienced Internet users were more likely to engage 
in social-capital-building activities in cyberspace during their free time. Secondly, Internet 
users who were motivated to participate in online leisure activities as a way to socialize, to 
search for information and be entertained, tended to increase their social capital. Finally, 
Internet users who felt socially disconnected, were more dependent, and lacked confidence, 
were more likely to do social-capital-building activities on the Internet.  
Limitations of the Study 
Due to study design, the present study has some limitations. First of all, although the 
results of this study demonstrated that free-time Internet behavior, attitudes and social capital 
were strongly related, it is impossible to determine whether Internet use for leisure purposes 
supports, supplements, or diminishes social capital. Second, no universally agreed definition 
of social capital exists and therefore researchers are limited when measuring this construct. 
There is some disagreement between those who view the source of social capital as residing 
mainly in the realm of civic society and those who argue that for social capital to flourish it 
needs to be embedded in and linked to formal political institutions (Hooghe & Stolle, 2003). 
In addition, even though social capital has been widely discussed across the social sciences in 
recent years, appropriate instruments to examine social capital have not been designed. The 
instrument of this study has been used to measure social capital but it only reflects some 
dimensions of social capital and does not fully express the concept of social capital from all 
interrelated aspects. 
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An additional challenge for the present research was measuring leisure-time Internet 
behavior and attitudes. Even though the Internet Behavior and Attitudes scale is a published 
instrument, its reliability and validity have not been reported. Therefore, the results of this 
study regarding online leisure behavior and attitudes need to be considered with caution.  
Lastly, the fact that individuals determine their level of social connectedness and social 
assurance in different ways makes it difficult to use this self-reported questionnaire to 
objectively understand them. For example, the way that individuals view social contacts in a 
virtual environment will affect their judgment of their degree of social connectedness. Nie 
and Ebring (2000) considered the substitution of telephone with online interpersonal 
communication (i.e., email) as the loss of social contact. By contrast, Lin (2000) viewed 
social interaction over the Internet as a social-contact-building activity and a useful way to 
maintain social contacts. In short, the findings and discussion of this research need to be 
considered in view of these limitations. 
Implications 
Online interpersonal contacts with acquaintances, family, and strangers influence a 
persons pattern of leisure consumption. Warde and Tampubolon (2002) stated that richer 
online social relationships can result in a more diverse range of online leisure activities and 
increases participants enthusiasm to engage in Internet usage for leisure pursuit. Since this 
study found heavy leisure-time Internet users tend to have more interpersonal communication 
and social support over the Internet, the relationship between social networks and online 
leisure is crucial. Understanding the complexities of Internet social networks and Internet 
users who spend more time on the Internet can help explain online leisure experiences and 
their impact on leisure behaviors and attitudes. 
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The expanding social networks created in cyberspace have the potential to greatly 
influence online leisure activities. Leisure-time Internet activities are largely unregulated and 
uncontrolled. This situation has resulted in considerable debate over the impact of Internet 
usage. It has been claimed that unregulated leisure spaces are the source of a large amount of 
criminal activity (Rojek, 2000). Cyberspace is often identified as a "wild zone" wild zone" " 
in which a variety of activities, ranging from legal to illegal, are conducted. The 
multi-faceted nature of this technology encourages positive and deviant leisure behaviors on 
the Internet. The results of this study revealed that Internet users who are not confident, have 
low social assurance, and are more dependent upon others are more likely to engage in online 
leisure activities. Previous research has also concluded that this population tends to be more 
readily influenced by others (Crutchfield, 1955; Janis, 1954). Therefore, government and 
public bodies need to increase the number of provision that encourage beneficial online 
leisure activities. Particularly given the freedom associated with leisure experiences, 
providing the appropriate education and instruction might help to ensure that people have 
opportunities to enjoy and benefit from positive online leisure activities, without being 
negatively influenced by online deviant leisure. 
In addition to the potential implications cited above, the results of this preliminary 
study provide some research implications. Given that younger, single, experienced, isolated, 
not socially confident, and dependent Internet users exhibit a high tendency to utilize the 
Internet to engage in social-capital-generation activities for leisure purposes, they are ideal 
candidates for future research studies. Inclusion of this population in future research will be 
helpful in further understanding Internet use behaviors and attitudes during leisure.  
The degree of continuity and interaction between online and offline social interactions 
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should also be investigated in future research. Previous research has shown that there is a 
trend toward increased overlap between offline and online social networks (Thurlow, Lengel, 
& Tomic, 2004; Wellman & Guloa, 1999). The current study did not explore how offline and 
online relationships migrate, diminish, support, or replace each other, but focused directly on 
online leisure activities and social capital. Thus, an important direction for future work 
should be to examine the reciprocal effects between these two social channels. 
In addition, the present research revealed some relationships between free-time Internet 
use behavior, attitudes, and social capital. Researchers need to continue to study the 
mechanisms that can clarify the causal, or at least predictive, components of these 
relationships. Researchers also need to make an effort to develop explanatory models that 
distinguish between different modes of Internet use for leisure purposes and identify the 
mechanisms that tie behavior directly to a social context. Thus, future examination of Internet 
use for leisure applications needs to identify what affects the formation of online social 
networks and the type of social interaction sought in virtual environments.  
Conclusion 
This study illustrated the considerable connection between Internet experience, online 
leisure activities, and social capital. The results of this study showed that Internet users who 
are young adults, are socially disconnected, have low social assurance, and depend more 
upon others are more likely to use online leisure activities to build their social networks and 
generate social capital. Previous research has found that online networks can provide social 
support and increase interpersonal communication (Ackerman et al, 2004; Nouwens & 
Bouwman, 2005; Walther, 1996). However, other researchers suggest that the Internet has a 
negative impact on social relationships (Birnie & Hoevath, 2002; Kraut et al, 1998; Sanders, 
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Field, Diego, & Kaplan, 2000). As technology continues to evolve, researchers must follow 
users into different kinds of online communications and online leisure activities. This 
research only provided some preliminary findings regarding the relationship between the 
Internet, social capital, and online leisure. Longitudinal studies will be helpful when 
developing a better understanding of Internet use attitudes and behavior, and their connection 
to leisure. Researchers within the field of leisure studies can make an important contribution 
to the body of knowledge related to Internet use by continuing to explore the quality and 
quantity of online leisure services provided to individuals. 
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Appendix B: Research Questionnaire 
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University of North Carolina-Chapel Hill 
Research Questionnaire 
 
_____________________________________________________________________ 
Title of Study: Leisure-time Internet Usage and Social Capital 
 
Principal Investigator: Cheng, Shu-Lin 
UNC-Chapel Hill Department: Exercise and Sport Science 
Faculty Advisor: Dr. Diane Groff, Ed. D., TRS/CTRS 
IRB Study #: EXSS 2005-017 
 
Study Contact telephone number: 919-593-7855 
Study Contact email: shulin@email.unc.edu 
_________________________________________________________________ 
 
 
 
 
 
 
 
 
 
 69
     Please read the following statements and circle the number on the right that 
represents how you feel about this statement. 
 
PART I. Social Capital 
1 = very strongly disagree (VSD); 2 = strongly disagree (SD); 3 = disagree (D);  
4 = agree (A); 5 = strongly agree (SA); 6 = very strongly agree (VSA) 
Statement VSD SD D A SD VSA
I feel disconnected from the world around me. 1 2 3 4 5 6 
Even around people I know, I dont feel that I 
really belong. 
1 2 3 4 5 6 
I feel so distant from people. 1 2 3 4 5 6 
I have no sense of togetherness with my 
peers. 
1 2 3 4 5 6 
I dont feel related to anyone. 1 2 3 4 5 6 
I catch myself losing all sense of 
connectedness with society. 
1 2 3 4 5 6 
Even among my friends, there is no sense of 
brother/sisterhood. 
1 2 3 4 5 6 
I dont feel I participate with anyone or any 
group. 
1 2 3 4 5 6 
I feel more comfortable when someone is 
constantly with me. 
1 2 3 4 5 6 
Im more at ease doing things together with 
other people. 
1 2 3 4 5 6 
Working side by side with others is more 
comfortable than working alone. 
1 2 3 4 5 6 
My life is incomplete without a buddy beside 
me. 
1 2 3 4 5 6 
Its hard for me to use my skills and talent 
without someone beside me. 
1 2 3 4 5 6 
I stick to my friends like glue. 1 2 3 4 5 6 
I join groups more for the friendship than the 
activity itself. 
1 2 3 4 5 6 
I wish to find someone who can be with me 
all the time. 
1 2 3 4 5 6 
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Statement VSD SD D A SD VSA
It is easy for me to become emotionally close 
to others. 
1 2 3 4 5 6 
I am comfortable depending on others and 
having others depend on me. 
1 2 3 4 5 6 
I don't worry about being alone or having 
others not accept me. 
1 2 3 4 5 6
I am comfortable without close emotional 
relationships. 
1 2 3 4 5 6
It is very important to me to feel independent 
and self-sufficient, and I prefer not to depend 
on others or have others depend on me. 
1 2 3 4 5 6 
I want to be completely emotionally intimate 
with others, but I often find that others are 
reluctant to get as close as I would like. 
1 2 3 4 5 6 
I am uncomfortable being without close 
relationships, but I sometimes worry that 
others don't value me as much as I value 
them. 
1 2 3 4 5 6 
I am uncomfortable getting close to others. 1 2 3 4 5 6 
I want emotionally close relationships, but I 
find it difficult to trust others completely, or 
to depend on them. 
1 2 3 4 5 6 
I worry that I will be hurt if I allow myself to 
become too close to others. 
1 2 3 4 5 6 
Lee, R. M., & Robbins, S. B. (1995). Social Connectedness Scale and Social Assurance Scale. Journal of 
Counseling Psychology, 42, 2, 232-241. 
Hazan, C. & Shaver, P. (1987). Relationship Questionnaire. Journal of Personality and Social Psychology, 61, 2, 
226-244. 
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PART II. Internet Behavior and Attitudes 
     Please answer the following statements depending on your Internet use experience for 
LEISURE ACTIVITIES. Leisure activities mean the activities you do during free time. 
Therefore, online leisure activities could be online games, blogs, instant message, email, chat 
rooms, shopping, dating, and information acquisition for gardening, camping, backpacking, 
cooking, music, travel, sports, health, or beauty.  
1 = very strongly disagree (VSD); 2 = strongly disagree (SD); 3 = disagree (D);  
4 = agree (A); 5 = strongly agree (SA); 6 = very strongly agree (VSA) 
 Statement VSD SD D A SD VSA
Going online has made it easier for me to 
make friends. 
1 2 3 4 5 6 
I am friendlier online than in real life. 1 2 3 4 5 6 
I sometimes go online to escape from 
pressures. 
1 2 3 4 5 6 
I open up more to people online than I do in 
other forms of communication. 
1 2 3 4 5 6 
I have a network of friends made online. 1 2 3 4 5 6 
When I am online, I feel totally absorbed. 1 2 3 4 5 6 
The anonymity of being online is liberating. 1 2 3 4 5 6 
I have more fun with people I know online 
than those I know from elsewhere.  
1 2 3 4 5 6 
I have pretended to be someone of the 
opposite sex while online. 
1 2 3 4 5 6 
I am more myself online than in real life. 1 2 3 4 5 6 
Most of my friends I know from online. 1 2 3 4 5 6 
I have shared intimate secrets online. 1 2 3 4 5 6 
Sometimes I pretend I am someone I am not 
while online. 
1 2 3 4 5 6 
I prefer communicating online to face-to-face 
communication. 
1 2 3 4 5 6 
My online friends understand me better than 
other people. 
1 2 3 4 5 6 
I feel competent in my ability to use online 
services. 
1 2 3 4 5 6 
I am comfortable using online services. 1 2 3 4 5 6 
 72
 Statement VSD SD D A SD VSA
Going online has made it easier for me to do 
research. 
1 2 3 4 5 6 
I like the speed of communicating online. 1 2 3 4 5 6 
Online communication lets me control when I 
want to communicate. 
1 2 3 4 5 6 
Being online has made it easier to 
communicate with people I know. 
1 2 3 4 5 6 
I avoid going online for information because 
there is too much to weed through. 
1 2 3 4 5 6 
I prefer telephoning to communicating online. 1 2 3 4 5 6 
I feel less connected interpersonally when I 
communicate online. 
1 2 3 4 5 6 
I have lurked online but never entered a 
conversation online. 
1 2 3 4 5 6 
Morahan-Martin, J. & Schumacher, P. (2000). Internet Behavior and Attitudes Scale. Journal of Computers of 
Human Behavior, 16, 13-29. 
 
 
PART III. Internet Experience 
     Please read the following statements and circle the number on the right that represents 
how you feel about this statement. 
1 = extremely important (EI); 2 = very important (VI); 3 = important (I);  
4 = unimportant (U); 5 = very unimportant (VU); 6 = extremely unimportant (EU) 
 Statement EI VI I U VU EU 
Own a personal computer with Internet 
service 
1 2 3 4 5 6 
Use the Internet to interact with your friends 
during free time 
1 2 3 4 5 6 
Use the Internet to make new friendships 
during free time 
1 2 3 4 5 6 
Use the Internet to search information during 
free time 
1 2 3 4 5 6 
Use the Internet to amuse your self during 
free time 
1 2 3 4 5 6 
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     Please answer the following questions.  
PART IV. Demographics 
! Gender: □ Male  □ Female                     
! Age: □ 18 - 22  □ 23  27  □ 28  32  □ 33  37  □ 38  42  □ 43+ 
! Race: □ White  □ Black  □ African American  □ American Indian   
□ Asian  □ Native Hawaiian or Other Pacific Islander  □ Other Race 
! Current Level of Education:  
□ Undergraduate  □ Masters  □ Doctorate  □ Postdoc                  
! Marital Status: □ Single without Children   □ Single with Children 
□ Married without Children  □ Married with Children 
□ Partner without Children   □ Partner with Children  
! Approximately how long have you used the Internet to interact with your friends? 
□ 0 year  □ 1  2  years  □ 3 - 4  years  □ 5  6  years  □ 7 - 8 years 
□ 9+ years 
 
 
 
 
 
 
 
 
Thank you for helping me with this study. 
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